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 Masyarakat sudah mulai sadar akan adanya pergeseran pola hidup. Dengan 
meningkatnya kesadaran dan kepedulian masyarakat tentang lingkungan membuat 
masyarakat mulai beralih memakai produk yang ramah lingkungan. Masyarakat 
mulai memilih produk-produk yang ramah lingkungan guna meningkatkan rasa 
kepeduliannya terhadap lingkungan sekitar dan tidak berdampak pada lingkungan. 
Penelitian ini bertujuan untuk menguji signifikansi positif green marketing mix yang 
terdiri dari green product, green price, green place, green promotion terhadap 
keputusan pembelian air minum dalam kemasan Ades di Madiun. Sampel penelitian 
ini sebanyak 100 responden yang menggunakan teknik purposive sampling. Hasil 
penelitian menunjukkan bahwa variabel green marketing mix berpengaruh positif 
signifikan terhadap keputusan pembelian. Green marketing mix yang terdiri dari 
green product, green price, green place, green promotion memiliki pengaruh positif 
yang signifikan terhadap keputusan pembelian. 
 

















THE EFFECT OF GREEN MARKETING MIX ON PURCHASE DECISIONS 
OF ADESCONSUMERS IN MADIUN 
 
ABSTRACT 
People have started to become aware of a change of lifestyle. With increasing 
public awareness and concern about the environment, people have started to switch to 
using environmentally friendly products. People have started to choose products that 
are environmentally friendly in order to increase their sense of concern for the 
surrounding environment and have no impact on the environment. This study aims to 
test the positive significance of the green marketing mix consisting of green product, 
green price, green place, green promotion on the decision to purchase bottled 
drinking water in Ades in Madiun. The sample of this study was 100 respondents 
using purposive sampling technique. The results showed that the green marketing mix 
variable had a significant positive effect on purchasing decisions. The green 
marketing mix consisting of green products, green prices, green places, green 
promotions has a significant positive effect on purchasing decisions. 
 
Keywords: Green Marketing Mix, Purchasing Decisions. 
 
 
 
 
